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Abstract 
Aim of this study is to demonstrate how Turkish banks use social media tools such as Facebook, Twitter, YouTube, and Blogs 
and others, while they are trying to create competitive advantages in Turkey. Based on the coding schema, we analyze their usage 
types. According to 45 Turkish Banks statistical results, 38% of them have Facebook account, % 36 of them have Twitter 
account and 16% of them have LinkedIn account.   % 38 of them have social media tools in their home page. % 33 of them do 
not let fans post anything else without permission. They uploaded the photos related to their Corporate Social Responsibility 
(CSR) subjects mainly and equally education, health, and environment (18%). Their photo albums mostly related to their 
campaigns (36%). 
© 2014 The Authors. Published by Elsevier Ltd. 
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1. Introduction  
After the advent of the internet, communication methods have sharply changed and interactivity become more 
important for customers. Especially customer activities such as information search for company or product details, 
using online services such as banking, online purchase or engaging in social networks in online communities are 
continue to rise. This interactive technology has enabled blogs and other social networking forums to develop 
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rapidly. Content sharing, personal commentary and private life broadcasting have emerged as the distinct elements 
of this new media (Özgüven, N., &  Mucan, B., 2013).  However, the tools and strategies for communicating with 
customers have changed significantly with the emergence of the phenomenon known as social media, also referred 
to as consumer-generated media (Mangold, G.W., Faulds, J.D., 2009). Social media is the use of web based and 
mobile technologies to turn communication into interactive dialogue (Bhanot, 2012). Fisher & Reuber described 
social media as “content that has been created by its audience” (Comm, J., 2009). In contrast to content generated by 
media companies or publishing houses. This content generated media includes some of the technologies such as 
Facebook, Twitter, Wikipedia, Linkedin, Youtube, Instagram, Pinterest, Google+, Tumblr. The power of social 
networks as Facebook and Twitter comes from their ability to quickly share information about your life with other 
people. But along with that ability, comes the risk of sharing sensitive information with the wrong people, and that 
risk increases as your network grows well beyond your core circle of friends (Null,C, 2009). So the firm must 
control and manage these social media tools officially itself otherwise untrue information can spread up fast. Around 
the world, social media usage is growing sharply. According to Forrester Research, 75% of Internet surfers used 
‘‘Social Media’’ in the second quarter of 2008 by joining social networks, reading blogs, or contributing reviews to 
shopping sites; this represents a significant rise from 56% in 2007 (Kaplan, A. M., & Haenlein, M., 2010), 
(PewResearch Center, 2013). A late 2012 survey by the Pew Research Center’s Internet & American Life Project 
shows that young adults are more likely than others to use major social media. At the same time, other groups are 
interested in different sites and services. As the usage of social media is growing on, managers should aim to 
measure social media investment and try to manage successfully social media platforms. Therefore in this study we 
aim to demonstrate how Turkish Banks use social media tools such as Facebook, Twitter, YouTube, and Blogs and 
what should they do to gain full business value from social media. This article starts by describing social media tools 
and strategies for companies. Next the authors benefited from the web site of The Bank Association of Turkey by 
extracting the list of banks in Turkey. Finally social media usage is being analyzed from their web sites. The list of 
the firms is gathered from the webpage of Bank Association of Turkey in July 2013. 
1.1 Internet, Web 2.0 and Social Media 
The emergence of internet, as both a communication channel for consumers and companies, and a production, 
delivery systems for companies, has created new interaction and tracking methods. Consumers can track their 
orders, communicate with companies directly, even companies reply the complaints about their products through the 
web. The internet enables the delivery of a range of online services, and these have been subject to investigation. 
Such devices include the delivery of online banking, news and weather, travel bookings, education programs and 
knowledge communities (Rose, S., Hair, N., Clark, M., 2011). In these environment online transactions continues to 
raise, especially bank and online purchase operations, social networking sites, blogging, participating online 
communities, and so on.  The popularity of Web 2.0 has helped in the growth and public popularity of social 
networks and has created a new world of collaboration and communication (Pookulangara, S., Koesler, K., 2011). 
Hence we can define Web.2.0 commonly associated with web applications that facilitate interactive information 
sharing, interoperability, user-centered design, and collaboration on the World Wide Web, allowing users to interact 
with one another or edit or add to website content (Click, I. A., Petit, J., 2010). These technologies allow companies 
to better communication such as collaborative writing (e.g.,wikis), content sharing (e.g., text, video, and images), 
social networking(e.g., Facebook), social bookmarking (e.g., ratings, tagging), and syndication (e.g., RSS feeds) 
(Thackeray, R., Neiger, L.B., Hanson, L.C., McKenzie, F.J., 2012). Because of the popularity of these technologies, 
increase in the purchasing power, availability of cheaper technologies, internet usage statistic figures are increasing 
all around the world.  Europe has the 3rd biggest internet audience. According to, (Comscore, 2013) 2013 Europe 
Digital Future in Focus report, In  Europe Region,  Turkey has the biggest proportion of young internet users (aged 
15-24) in Europe, whilst Germany has the largest share of older users (aged 55+). 2 in 3 Dutch internet users visited 
a banking site in December 2012, whilst only 18.8 percent of Swiss users visited a site in this category. 8 in 10 
European internet users visited a news/information site in December 2012 – time spent on these sites increased by 
10 percent throughout the year. According to Pew Research Center’s Internet & American Life Project Post-Election 
Survey, Internet users under 50 are particularly likely to use a social networking site of any kind, and women are 
more likely than men to be on these sites (PewResearch Center, 2013). Statistics from Turkstat suggest that a 
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relatively low percentage of the population is online in Turkey, less than 50 per cent. However, it seems that those 
that are online are very active, particularly on social media, and particularly among the young. Various reports 
suggest that Turkey has between the fourth and seventh largest number of Facebook users in the world. Voice of 
America suggests that Turkey is Twitter’s eighth largest market globally (Alexander, K., 2013). When we look up 
the statistics for Turkey, 32 out of 35 million internet users in Turkey are determined as Facebook users. According 
to a recent research that is included in Marketing Turkey (2012), 92% of Internet users in Turkey have account on 
Facebook. Addition to this, for Turkey also another tool is called “twitter” and its usage is also increasing day by 
day and approximately 6,5 million Turkish users have Twitter account (Marketing Türkiye, 2012).  
1.2. Facebook  
Created in 2004, by 2007 Facebook was reported to have more than 21 million registered, members generating 
1.6 billion page views each day (Ellison, B.N., Steinfield, C., Lampe, C. (2007). The popularity of Facebook is still 
very high and it is one of the most visited sites in Turkey. According to the Alexa.com Facebook is the 2nd most 
visited internet site in Turkey after Google Turkey (Alexa, 2013). When we compared to social networking sites, 
Facebook is a leading social networking site. The reason of this, web site can be continuously enriching its services 
for improving and renewing members. Besides, such services like messaging, notification, activities and games are 
the other important facilities for Facebook users. According to Champoux and et all, 2012 (Champoux, V., Durgee, 
J.,McGlynn, L., 2012), the popularity of Facebook rests on the basis of the open, public, two-way conversation, 
which sometimes proves to be just as much of a hindrance as it is a benefit. Despite the potential impact of 
Facebook, the studies for Facebook and social media are not comprehensive. Because of the limitation of 
measurement methods and continuously changing figures, there is a distinct lack of empirically derived theory in 
this area. Some of the researches such as (Ryan, T., Xenos, S., 2011), (Ellison, B.N., Steinfield, C., Lampe, C., 
2007), (Orr, S.E., Sisic, M., Ross, C., Simmering, G.M., Arseneault, M.J. Orr, R.R., 2009), (Wyche, P.S., 
Schoenebeck, Y.S., Forte, A., 2013), (Hughes, J.D., Rowe, M., Batey,  M., Lee, A., 2012) are related Facebook 
usage and its impact to behavioral extent. Some of the researches are about Facebook and Privacy like as (Dwyer, 
C., Hiltz, R.S., Passerini, K., 2007), (Debatin, B., Lovejoy, P.J., Horn, A., Hughes, N.B, 2009). Therefore new 
research studies for this media tools are being done especially developing countries.  Although Facebook is a 
consumer oriented and interactive communication channel for users, companies are using this kind of social media 
channels to reach new customers, and to make them their fans. Companies are interested to know what the 
consumers think about their overall profile, updates, profile pictures, product information, user comments, and also 
to be able to see how many people “like” them (Hansson, L., Wrangmo, A., Soilen, K., 2013). When we look at the 
companies which use Facebook pages to reach their customers in Turkey, % 75,9 of the companies have contact 
information of their companies’ in their Facebook pages, %69 of them have URL address (company full webpage 
address and recognized that 69% of them are posting their good wishes to celebrate nation’s private days or times) 
(Yaşa, E., Mucan, B., 2013). In Turkey top 10 Brands which have the most fans of Facebook pages are listed. 
(Social Bakers, 2013).  In this list  for the year of 2013, Garanti Bank and Akbank are the brands of banks which 
have the biggest fan proportion all in other bank companies.  
1.3. Twitter  
Twitter allows users to update their account with short statements named ‘‘tweets’’ limited to 140 characters 
(Hughes, J.D., Rowe, M., Batey, M., Lee, A., 2012) Twitter can augment other social media channels in that 
entrepreneurs can use Twitter to broadcast a link to their blog and send their Twitter messages automatically to their 
Facebook page. Therefore it is easy to make “Word of Mouth” (WOM) marketing with using the Twitter. 
Companies have realized the power of social media, especially Twitter. In WOM, information, such as product 
reviews and recommendations are spread from one person to another, affecting both retailers and brands (Park, H. 
and Cho, H., 2012).  Mainly using a twitter account for a company is really important. Yaşa and Mucan 2013 found 
some empirical evidence that companies in Turkey 23 out of 100 have twitter account and their account 
information’s in terms of tweet numbers, twit account followers (who visit and pursue the account of the company) 
the number of following that the company visit and pursue the others. It is widely shown that the firms that have 
twitter account and a link in their WebPages have approximately 0-500 followers in their twitter account.  
140   Burcu Mucan and Eda Yaşa Özeltü rkay /  Procedia - Social and Behavioral Sciences  148 ( 2014 )  137 – 145 
According to Social Bakers statistics twitter followers Garanti Bank has 85,645 followers and it is obvious that 
Garanti is the most popular bank for twitter. Also, Türkiye İş Bank is the 2nd famous bank for twitter following the 
Bank of Garanti. However, enthusiasm for social media and its power to improve relations with customers is not 
equally shared among all players. Considerable part of the industry displays rather reserved stance toward social 
media (Mitic, M., Kapoulas, A., 2012), (Culnan, J.M., McHugh, J.P., Zubillaga, I.J., 2010). Culnan et. al. (2010) 
showed that in USA Twitter is the most frequently used platform in all industries except Retailing, where Facebook 
predominates. In two industries (Financial Services and Other/Misc.), Twitter and Facebook are tied. European 
banks appear to be more reserved offer fewer examples presence in Web 2.0 channels (Mitic, M., Kapoulas, A., 
2012). For Turkey scenario, this paper will indicate how Turkish Bank Industry uses social media channels.  
1.4. Youtube, Foursquare and LinkedIn  
YouTube is a video-sharing website, created by three former PayPal employees in February 2005 and owned by 
Google since late 2006, on which users can upload, view and share videos, Companies can draw  consumers 
attention with uploading contents through Youtube (www.en.wikipedia.org/wiki/Youtube). Foursquare is a location-
based social networking website for mobile devices, such as smart phones. Users "check in" at venues using a 
mobile website, text messaging or a device-specific application by selecting from a list of venues the application 
locates nearby (http://en.wikipedia.org/wiki/Foursquare).  LinkedIn is a social networking website for people in 
professional occupations. Founded in December 2002 and launched on May 5, 2003, it is mainly used for 
professional networking. As of June 2013, LinkedIn reports more than 225 million acquired users in more than 200 
countries and territories (http://en.wikipedia.org/wiki/LinkedIn). 
2.  Banking Industry in Turkey  
“Successful banks are not pushing customers out of the branch, but rather providing tools that make it easier to 
conduct their banking business when and where it is convenient for them,”, “Customers are quickly adopting mobile 
banking, making it a critical service channel for banks, not just a ‘nice-to-have’ option.” It was said by Jim Miller, 
senior director of banking at J.D. Power and Associates (Research review, Customer Satisfaction with Retail Banks 
Improves Significantly, TellerVision June 2013). Customers’ satisfaction tools are changed day by day and it 
becomes harder and more difficult comparing with the previous days. The use of ICTs (Info and communication 
technologies) offer people the ability to make use of them to engage in meaningful social practices (Kavoura, A. & 
Katsoni, V., 2013). The banking Industry is a major part of the financial system in Turkey.  There are 45 banks in 
Turkey according to the list of Turkish Bank association, (www.tbb.org.tr). There are classified under four types.  
These are deposits banks (privately owned (12) and publicly owned (3) deposits banks), banks transferred to savings 
deposits insurance fund (1 bank), foreign owned banks (foreign owned banks that were established in Turkey (8 
banks) and foreign owned and they have branches in Turkey (6) and the fourth one is development and investment 
banks (three types: privately owned (6), publicly owned (3) and foreign owned (4)).  During the 2001 financial crisis 
in Turkey, most of the banks (which is the weakest financial structure) were distained by government. Financial 
crisis forced the government to make radical changes. Therefore banking industry have reconstituted by Turkish 
Government. Before that, until 1987, banking activities in Turkey were mainly conducted in branches. Turkey Is 
Banks, Turkey's largest private bank, laid the foundation for electronic banking in Turkey in 1987 by introducing 
automatic teller machines (ATMs) to Turkish consumers and also was the first bank to introduce IB services via the 
World Wide Web (WWW) in 1997, followed by Garanti Bank the same year (Polatoğlu, V., Ekin, S., 2001). Since 
1997, Internet banking sector in Turkey is growing day by day. Internet banking  has the distinct advantages both 
customers and banks such as retaining a profitable customer base, lowering transaction costs, supporting customer 
relations, extending the market area, banking with round-the-clock convenience, decreasing the dependence on a 
branch network and saving time and money (Çelik, H., 2008). The launch of online service platforms, such as Social 
media in bank marketing as e-banking enabled banks to connect with clients remotely in the online setting. The 
adoption of online technologies offered invaluable advantages for transactional services; it left little room for 
“deeper” interactions with customers (Mitic, M., Kapoulas, A., 2012). Therefore banks started to use online services 
and social media tools for deeper interactions with customers. Another innovative Turkish bank is Denizbank for 
Turkey and also for world in their press release 24 January 2012 they announced that they would have a branch via 
Facebook- the most widespread social networking website. By this way, customers who have a Facebook account 
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can transfer Money 24/7 and manage their daily agenda by monitoring their credit card, deposit and credit accounts. 
Denizbank customers who use Facebook also have the opportunity to ensure continuous communication with the 
bank by means of “Customers First” application available on the website (Çelik, H., 2008). After reviewing the 
literature about banking and social media use, there are just a few studies about this topic. One of them was prepared 
by Dehghani, Nourani (2012), they analyzed the role of social media advertising in motivating consumer for 
banking services by a survey research. They asked the active users of social media tools by sending the survey with 
message.  
3.  Methodology 
We developed the coding schema based on three researches scales, Culnan and et.al, (2010), Yasa and Mucan 
(2013) and Deghani and Nourani (2012) papers. They led us to investigate the situation for Turkey’s banks. By 
analyzing through pretest we identify our coding schema. Between the weeks of 22, July- 29 July 2013, we gathered 
data from 45 banks on their websites mainly use of Facebook, Twitter and also other social media channels; 
YouTube, blogs, pinterest, LinkedIn, foursquare and other links. To achieve this, we gathered the list of banks and 
their webpage link from the Association of Turkish Banks website (www.tbb.org.tr). We visited the homepage of 
the companies to reach and evaluate their social media applications. We have some research questions: 
1. Are the applications readily accessible from the bank’s homepage (links or via search)? The authors of this 
paper analyzed just the webpage’s accessibility to their social media links through their pages. And addition to this, 
in which page the links are appeared (home page, contact us, or about us or others)? 
2. How many banks have the social media tools in their pages and which of the tools are frequently preferred by 
the firms? For Facebook  how many banks have and their usage frequencies of items included in Facebook page (for 
instance; fans, talking about, age interval, posting frequencies, photo albums, CSR albums, profile picture, Facebook 
through twitter page, Facebook through YouTube page, firms contact info, firms URL, posts about nations’ private 
days,  if fans can post any note without getting permission directly or not, page feature) for twitter accounts of the 
banks, we analyzed  45 banks webpage according to their twit number, conversation sharing frequency (timely), twit 
followers, and following numbers. For other social link we determined them as You Tube, Foursquare, Pinterest, 
and blogs, LinkedIn, daily motion or others. Nowadays, the two main popular tools are Facebook and Twitter for 
Turkey. We dedicated this by using content analysis coding with 1 indicating that they have “yes” and 2 is 
indicating that they do not have “no”. Content Analysis is recognized as a research technique used in various fields, 
for instance, in marketing, psychology, communication, social science, with the introduction of web-based 
information, content analysis has become a significant research method (Yaşa, E., Mucan, B., 2013). The data’s 
reliability analysis and their means were computed. Nunnally (1978) suggests that Cronbach’s Alpha value of .60 is 
sufficient for early stage or exploratory research. According to the results of Cronbach Alpha if the value is equal to 
or greater than 0,80 it means that,  coefficient of internal consistency among variables is highly sufficient for Social 
Science (25) . Our value is equal to 0,949. Based on our coding schema, we benefited from frequencies, percentages, 
cross tabulation, reliability analysis techniques. 
4. Findings 
Data was analyzed by SPSS 20. ed. program. According to our research questions, we analyzed which tools the 
banks are using through their official websites (Table 1), cross tabulation of their Facebook and Twitter account 
comparing indicated in table 2. Their appearance of social media tools are indicated   in Table 3.  Table 4 shows 
Twitter notifications. As it indicated in literature review, there are not so much functions for twitter accounts as 
Facebook has. Just we can give the information about tweet number, number of followings, and followers and if the 
bank uploads daily or up to date tweets or not.  In table 8 we figured out Facebook contents based on Turkish banks 
percentages based on our research question 2: most of them have photo albums related to their advertisings (%35,6), 
their fans age interval is between 18 and 24 (%22), they have their basic company info at their accounts (%38 URL 
addresses, %38 contact info), % 22 of them post any notes to their timelines 1 times in a day. 
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Table 1:  Social media tools using by Turkish Banks 
Facebook % Twitter %  LinkedIn %      Google + %        Others%  Google +, LinkedIn % 
38  36  16   9                       9                             9  
 
As it seen in the Table 4, most banks in Turkey use Facebook and Twitter more than other tools. And the third 
one is LinkedIn link they have in their official websites. Others are flicker, Google +, YouTube, RSS. 
Table 2: Facebook * Twitter account Cross tabulation 
Twitter account Total 
    Yes No  
Facebook 0 Count  0 2 2 
  % of Total  ,0% 4,4% 4,4% 
 Yes Count  14 3 17 
  % of Total  31,1% 6,7% 37,8% 
 No Count  2 24 26 
  % of Tota l 4,4% 53,3% 57,8% 
Total Count   16 29 45 
  % of Total  35,6% 64,4% 100,0%  
 
As it shown that from the banks who have both Twitter and Facebook accounts totally equal to 31.1 % . 
According to the results that are not presenting here contains 9% of them have both Facebook and LinkedIn account 
together and 7 % of them have both twitter and LinkedIn account 
Table 3. Social Media Tools Appearance 
Valid    Percentage 
None    57,8% 
Homepage    37,8% 
About us    0 
Follow  us and  contact info  4,4 
Total    100,0 
Table 4. Twitter Notifications of the Banks in Turkey 
Tweet followers Percentage  Tweet uploading is up to date 
1-500 2,2 yes 31% 
501-1000 4,4 No 5,9% 
1001-1500 2,2 Total 36% 
1501 and above 22  Tweet following percentage 
 Total 30,8 1-500 13,2 
Number of tweet Percentage 501-1000 2,2 
1-100 2,2 1001-1500 4,4 
101-500 11 1500 and above  13,2 
501 and above 19,8  Total 33 % 
Total 33%   
Table 3 shows that most of the Banks social media tools and links are appeared on their official websites home 
pages (approximately 38%). In table 4, % 67 of the banks does not have any tweets.  Their followers’ numbers 
initiated their fans and their percentages are shown also between 1501 and above.  Some of the banks, which have 
twitter account do not update their info or advertisings via this channel. Table 5 shows the percentages of Facebook 
account information that is indicated in research questions results about their fans age interval, fans, number, photos 
albums related to CSR, company advertising, etc. 
 
143 Burcu Mucan and Eda Yaşa Özeltü rkay /  Procedia - Social and Behavioral Sciences  148 ( 2014 )  137 – 145 
Table 5. Facebook Indicators of Turkish Banks 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
5. Conclusion 
Contacting to customers by creating a page is a vital media tool today’s e-environment. Each one can connect to 
anything, any place, any good and bad comments of any products or any place or anything, any time by using their 
mobile phone technological applications or just entering to the pages of twitter or Facebook (Yaşa, E., Mucan, B., 
2013). Through this paper, we analyzed webpages of Turkish banks according to the list obtaining from 
www.tbb.org.tr. We did not Google the BANK’s name plus Facebook (e.g. “İNGBANK+ Facebook”). Some 
researches were done by choosing this method however we have just analyzed the official linkage provided by the 
firm.  Between of 22-29 July 2013, our scheduling for obtaining data from WebPages of the banks, due to the 
limited time and limited page we could not have a chance to check if they add any social linkage through their 
websites and provide more literacy.  The results of the study indicate that In Turkey there is not enough social media 
usage of banks application; however a few of them have more impact by this way. The most preferable social links 
are Facebook Twitter and LinkedIn. LinkedIn is used as a professional view of Banks on social arena. 
For further research, based on this paper the authors plan to analyze the views of banks’ consumers by a survey. 
Implementing social networks can initiate powerful connections with customers; these tools also helped banks in 
service delivery, by having a positive influence throughout their customers which implied before that is mostly 
  Bank’s information through Facebook Yes % Page feature Yes % 
Bank’s contact info 37,8 Public 33,3 
Bank’s URL address 37,8 Private 4,4 
Facebook related link to twitter  2,2 Updating post frequencies  Yes % 
Facebook related link to YouTube 2,2 1  in a day 22,2 
 Fans can post notes without permission 8,9 More than 1 post in a day 6,7 
Post about nation private days 26,7 1 post in a week 2,2 
Profile picture Yes % More than 1 post in a week 2,2 
Company logo 15,6 1 in a month 2,2 
Slogan 4,4 More than 1 post in a month 2,2 
Bank’s name and logo  17,8 Total 36,7 
Fans age interval Yes % Fans likes Yes % 
Between 18 -24 22,2 1-1000 2,2 
Between 25-34 11,1 1001-10000 6,6 
Between 18 and 34 4,4 10001-100000 8,8 
Total 37,7 100001-500000 11 
Fans talking about Yes% 500001-1439883 8,8 
1-100 8,8 Total 37,4 
101-500 4,4 Photo albums Yes % 
501-1000 4,4 Albums related to  bank info 22,2 
1001-5000 13,2 Albums related to social media 
competencies 
8,9 
5001-28135 6,6 Albums related to CSR 28,9 
Total 37,4% Albums related to their campaigns 35,6 
CSR subjects Yes %   
Education 15,6   
Health 17,8   
Culture & art 17,8   
Sports 15,6   
Environment 17,8   
Human rights 6,7   
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students, approaching in interactive communications, having more satisfaction customers in the end. Through the 
use of social media banks would easily reach the user-friendly interactive system, understanding customers’ special 
and unique needs in a way that clients themselves  can adopt and understand well (Crowe,A., 2010). 
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